Abstract
Introduction

1.
The quality concept as "quality is the customer wants" (Peters, 1999: 6) which has become an important factor of ongoing competition in many areas, which mostly takes into account the groups of customers or the buyers of the university services, and products. One of these groups is university students of present and future times (Pourhasomi et al. 2012: 236) . In order to succeed in today is market it should be better to understand customer requirements and they must be satisfied (Jiao and Chen, 2006: 177-178) . Now universities increasingly began to use customer-oriented methods to improve possible requirements together with already existing requirements of students ie, customer satisfaction service of clients (Kuo et al. 2011: 12017) . Therefore, the factors affecting the formation of student satisfaction is very important and it is necessary to know thoroughly (Liu and Wu, 2009: 482) . However, there are critical problems of universities needs, which their students do not know in details. The approach used in this context, is one of the Kano model. This model is able to meet the needs of business customers with the degree of relationship between customer satisfaction reveals (Matzler and Hinterhuber, 1998: 28) . Accordingly, this business needs to determine the quality of their products; you can take advantage of improvements (Harvey, 1995: 163) . Generally, studies in this field is not used too much of this model emphasizes the importance of the work done. In this study, information on whether Kano Model is a case study was conducted for university students. Kano Model has been described in detail to the students and all things about what they think on higher education quality requirements, the requirements in terms of their significance and how they evaluate their own institutions were examined.
Aim
The aim of this study relates to the quality of the undergraduate departments of Tourism Management and Finance in Akhmet Yassawi University:
-to show students requirements influential in the formation of student satisfaction according to Kano model, - to classify this quality requirements basing on the Kano Evaluation Table, -to analyze the role of student satisfaction and dissatisfaction in improving the quality of the program.
Scope and limitations of the study
The scope of this study is limited with the undergraduate departments of Tourism Management and Finance in Akhmet Yassawi University. In total, there are 116 students in these departments. The purpose of these departments is to train specialists, academicians, teachers or lecturers (http://econ.iktu.kz, 25.10.2014). The cause of this chapter research is to contribute to the students' views and to develop more effective strategies for the purpose of achieving better quality in the process of tourism management and finance.
The value of the study
The quality of higher education is a matter, which is saving its actuality in the world. When opportunities and benefits of higher education provided for people were taken into consideration, creation of solutions to these problems is important for education system, as well as for individuals.
On the other hand, it is also observed that there is a serious competition among universities despite of problems related to quality. One of the foremost elements in a competitive environment is the concept of quality. When the quality concept of "quality is the customers wants" began to be defined, universities had taken into more account the students as recipients of services or customer. In order to reach the fact of higher education quality the great importance of students is needs at this point. Students, at the end of a serious and systematic study determined requirements, to ensure quality in education decision-makers provide great opportunities.
Therefore, the factors affecting the formation of student satisfaction is very important and it is necessary to know thoroughly. However, the critical problem is that universities do not know about the needs of their students and the importance of this requirement level in details. For these reasons, study in this field is not researched too much; this model emphasizes the importance of the work.
Theoretical Framework 2.
Kano model
Kano model (see Figure 1 ) was developed in 1984 by Japanese professor Noriaki Kano and colleagues (Kano et al., 1984) to classify customer requirements. Professor Kano said that the quality requirements of products and services are not equal in the eyes of their customers (Matzler and Hinterhuber, 1998: 27; Shen, 2000: 1143) . Kano Model reveals the relationship between the degrees to which functions meet customer requirements with customer satisfaction (Lofgren and Witell, 2005: 11; Lofgren and Witell, 2008: 63) . This model is that one, which identifies the reason of ordinary improvement of customer satisfaction level despite of big improvement in other customer requirements meet in contrast other customer satisfactions are extremely increased when a little improvement is provided in some customers, meet the needs (Matzler and Hinterhuber, 1998: 28; Shen, 2000: 1145; Liu and Wu, 2009: 483; Dominici and Palumbo, 2013: 90) . (Walden (Ed.), 1993: 4; Matzler and Hinterhuber, 1998: 29) 
Kano scheme
As seen in Figure 1 , the horizontal axis indicates how much successful the quality requirements of the product or service were in meeting customer expectations. If the axis moves to the right, it meets more the customer expectations of quality requirements; if it moves to the left, we can see that it meet less. In addition, vertical axis indicates customers satisfaction level related to products and services quality requirements. The more the axis moves upward, the more degree of customer satisfaction is high, the more the axes moves down, the more customer dissatisfaction is so high.
Kano categories
Basing on the axis of Kano schema, based on product or service quality requirements Kano Model divided into six separate categories and each of these six categories in a different way affected customer satisfaction. These are (Walden (Ed.), 1993: 3-35; Matzler and Hinterhuber, 1998: 28-30; Tan and Pawitra, 2001: 421-422; Shen, 2000, p. 1,143-1144; Zulte and Mazur, 2006, p. 110-112; Dominici and Palumbo, 2013: 90-91; Liu, 2013: 134-135) :
Must-be quality requirements (M): These requirements are the must-be criteria of products and services. If these requirements are not in the products and services, the customer will be extremely dissatisfied. On the other hand customers on products and services by seeing these requirements if the guarantee, it does not affect customer satisfaction. Therefore, these requirements only prevent customer dissatisfaction. For example, the restaurant is not clean, it causes on higher customer dissatisfaction, while being clean does not have any influence on customer satisfaction.
One-dimensional quality requirements (O): These requirements are directly proportional with the level of how much these requirements are.The high level of requirements fulfillment gives a high level of customer satisfaction or vice versa. Customers often explicitly request these requirements. For example, a feature expected by the customer in a car, that a car mile of indicators (diesel or gas consumption) is good. Better km indicator provides customer satisfaction, while a worse km indicator leads to customer dissatisfaction.
Attractive quality requirements (A): They have the greatest impact on customer satisfaction, quality requirements. This is not clearly stated by the customers' quality requirements and not expected. The fulfillment of these requirements provides more customer satisfaction. If these are not fulfilled, it leads to customer dissatisfaction. For example, when a car radio antenna turns off automatically the car customer feel high satisfaction, but does not descend into the car customer do not feel dissatisfaction. These requirements differ from the product stream and provide a competitive advantage.
In addition to these three main categories, there are three different quality requirements. They are indifferent. These are not the actual customer requirements can be referred to as the characteristic (Tontini, 2000: 728; Liu, 2013: 135-137 ).
Indifferent quality requirements (I): Customer product or service is fully functional or dysfunctional, if not remain indifferent. Therefore, this requirement is not met does not make any sense for the customer, what is dissatisfied nor satisfied. For example, the cigarette lighter in a car that is not an important quality requirement.
Reverse quality requirements (R): This needs to be in by customer's products they want and they expect the exact opposite at the same time of need. For example, in normal conditions, in terms of getting the sun in the winter when requesting a house overlooking the south side, facing north to the distractions of summerhouse are preferred.
Questionable quality requirements (Q): This type of question quality requirements or wrongly stated or misunderstood by the customer is given an answer or unreasonable.
Research Methods
3.
Data collection: determination of quality requirements
Group-centered work
The starting point of Kano Questionnaire is the identification and characterization of the creation of the survey, which will be held with research on product or service quality requirements. Griffin and Hauser (1993: 1-27) refer that interviews in a homogeneous market segment with only 20-30 people (Group-centered work), about 90-95% of all quality requirements related to the product or service in customers minds quality.
Quality requirements related to educational services, which are presenting and will be presented in the university where students study at the Bachelor of Tourism Management and Finance Programs was obtained by qualitative study with group-centered works, which is one of the methods. Each of the two divisions, 1 st , 2 nd , 3 rd and 4 th classes, each class includes 1 female and 1 male students, in total 16 students and four (both class and individual) group-centered works (both group-centered works of 4 students: 2 male and 2 female) were conducted. Each group-centered work interviews lasted about 35 minutes.
Questioannaire work
After the determination of the quality requirements related to product or service of students and group-centered work, Kano questionnaire will be prepared in order to collect data on the quality requirements. Kano Questionnaire consists of two parts as functional and dysfunctional questions for each that is positive and negative (Walden (Ed.), 1993: 5) . Table 1 presents an example of the Kano Questionnaire (see Table 1 ). As seen in Table 1 , a question is given in two ways, including positive and negative, and five answer choices for each question. These answer choices mean as following: 1 -I enjoy it, 2 -it should be, 3 -it does not matter, 4 -not bad yet, 5 -I do not like.
Students (116 students) of the undergraduate departments of Tourism Management and Finance in Social Sciences Faculty of Akhmet Yassawi University have been applied, and all of them were included. Questionnaire consists of two parts. The first department of students in the demographic characteristics belonging to the questions, while the second part group-centered work-studies obtained by the students of their educational services related to the quality requirements are met or not met in case they feel they have been asked. Table (see. Table 2 ). According to Table  2 of the quality, requirements, which are, belong to which categories. For instance; In Table 1 , sample questions a customer positive for the question "1 -I enjoy it," negative questions, "5 -I do not like answered," If such quality element categories according to Table 2 "O" is a category that is, the one-dimensional quality requirements in the category are included. 
Coefficients of satisfaction and dissatisfaction
Quality requirements for each category of evaluation enter the simplest way to answer that is the statistical mode; frequency analysis is based on evaluation and interpretation. However, different market segments have different requirements because it is usually in some cases can be assigned to a specific category of quality requirements are not clear. In this case, may not be appropriate to use statistical mode. In such a case, satisfaction and dissatisfaction has been revealed that the coefficients (Walden (Ed.), 1993: 18) . This is the case of the coefficients of formula (Matzler and Hinterhuber, 1998: 33) : Satisfaction = ; Dissatisfaction = Here is: M = Must-be Quality Requirements, I = Indifferent Quality Requirements, O = One-dimensional Quality Requirements, A = Attractive Quality Requirements oefficient of satisfaction with products or services meet the quality requirements an increase in customer satisfaction how the coefficient of dissatisfaction in the quality requirement is not met, the customer is an indicator of how much dissatisfaction will occur. The satisfaction coefficient is in the range from 0 to 1. A value closer to 1 greater impact on customer satisfaction and quality requirements contained in the mark of the bands, the coefficient is closer to 0 indicate a very small effect quality requirements. Likewise, the dissatisfaction factor -1 in the range of 0. Closer to -1, customer dissatisfaction marks a major impact on quality requirements in the bands, the coefficient is closer to 0 indicate that not lead to customer dissatisfaction (Matzler and Hinterhuber, 1998: 33) .
The data obtained, Kano Evaluation Table and Satisfaction Factor with quality requirements are classified, after first must-be then one-dimensional and attractive quality requirements, M>O>A such order of priority should be met (Walden (Ed.), 1993: 11; Dominici and Palumbo, 2013: 92) . As a result of the focus group study, higher education students about their education and training services grouped under four headings, the primary quality requirements are determined. These concrete elements, with academic and administrative staff, courses, and career and with the requirements of the qualification are elements. 24 pieces for each primary set of quality requirements has been identified secondary quality requirements. These are all shown in Table 3 (see Table 3 ).
Study Findings 4.
Group-centered study findings
Application of Kano Model Findings
Samples: According to the analysis of the demographic structure of the sample, female students 66,37's%, 33,63% are male and under 20 years of 58,62%, 41,38% was seen in the 20-25 age range. According to the total monthly family income, the largest share in the distribution of income between $ 200-400, with those who are middle-lower income level and the percentage of this group is 47,41%. The incomes between $ 200-400, upper-middle income group which is a percentage of 31,89%. 25% of the students have undergone practical training in case. Almost all students want to do practicum. Finally, 20,69% of respondents 1 st form, 24,14% -2 nd form, 26,72% -3 rd form and 28,45% are 4 th form pupils. Structure of the sample is presented in detail in Table 4 . Investigation and Evaluation of the Data: while specified quality requirements are analyzed the frequency analysis, evaluation and satisfaction coefficient table were used. According to the analysis and evaluation of the requirements of 5 based on 24, 8 one-dimensional, 8 attractive and 3 have been identified as indifferent quality requirements. Calculation of requirements satisfaction and dissatisfaction factors identified above requirements to be included in categories more clearly illustrate correct. All of these are detailed in Table 5 (see Table 5 ).
Conclusions and Recommendations 5.
As a result of this study, for the purpose of study;
First of all, student satisfactions have been proved according to Kano Questionnaire that was effective in the formation of survey based on student needs. So, 4 primary and 24 secondary quality requirements are defined according to Kano model of higher education institutions as a result of the implementation of university students in their education and training services.
Second, these quality requirements are classified through Kano Rating Tables is basing on this model. So, in the evaluation of the quality requirements specified frequency analysis, evaluation and satisfaction coefficient table were used. According to the analysis and evaluation of 5 requirements over 24 are `must-be`, 8 requirements over 24 are `onedimensional`, 8 requirements over 24 are `attractive` and 3 requirements over 24 have been identified as `indifferent quality` requirements.
Finally, student satisfaction and dissatisfaction with the quality of the programs to analyze their role in improving satisfaction and dissatisfaction coefficients were calculated. Calculation of requirements satisfaction and dissatisfaction factors were identified above these requirements to be included in categories more clearly illustrate correct.
These results are new, detailed information on the detected quality requirements is given as following: 5 must-be quality requirements as specified requirements: classes are nice and clean, the support service units that the academic staff of the theoretical and practical information to be updated, the content of courses is appropriate with exam questions, and the content of subjects taught consistent with each other. These quality requirements are mustbe criteria of educational services. If these requirements are absent at the University or at department, students become extremely dissatisfied. Thus, for the first time Univerisity head should meet these requirements.
8 units specified one-dimensional quality requirements as those: availability of classrooms with modern educational-instructional equipment, presence of high scientific-grade academic staff, teachers of the classes who come and explain own knowledge, understandable and applicable lessons, open and transparent test evaluation standards, the application possibilities and career planning for each academic year at the end of training practices, organization of information seminars and available counseling offices for professional opportunities and career planning application, Masters and PhD programs and information and preparatory classes for these programs. Students' satisfaction is directly proportional to the fulfillment of these requirements. Taking into account these results, University management should increase students' satisfaction and fullfill these requirements for achieving necessary level. In other way, young people who want to study at this department of the University go to other universities or other departments and cause dissatisfaction.
Other 8 of them are identified as attractive quality requirements. These include: wireless internet (wireless) use is open, polite and friendly manner of academic and administrative staff, presence of a lot of elective disciplines in the program, practical activities, part allocation of the test scores, presence of entertainment and shopping centers at the Univerise campus, information studies and a variety of language courses related to foreign language as TOEFL, digital libraries and internationally accepted scientific sites, university or department is accessible to the scientific, professional, invitation of experts, businessmen and scientists to national and international seminars and conferences. They have the greatest impact on student quality requirements satisfaction. These quality requirements are not clearly stated and to be expected by the students. However, the fulfillment of the quality requirements and provision of more student satisfaction compared to competitors differentiation of the university or department, allows it to become attractive. Requirements, which are not fulfilled, lead to dissatisfaction of student.
Finally, the remaining three of indifference was identified as quality requirements. These include: a presence of rich central library, good communication skills and the teaching of academic staff and students in the most appropriate way of work is carried out quickly and carefully. These requirements are met, students not to remain indifferent. So, these requirements are not met, does not mean anything for the students, what are neither pleased nor displeased. Therefore, these quality requirements are fulfilled in the University management as not to need to take into account now.
According to these results, one-dimensional quality requirements must be met firstly then must-be and attractive quality requirements. Therefore, students determined and classified according to University and Department should develop themselves in order to meet quality requirements the one-dimensional quality of must-be needs without neglecting the attractive. This is part of the University's, more effective's use of the limited resources, and will provide differentiation compared to its competitors. In conclusion, this study will help university or department management to guarantee the quality of the undergraduate program and to develop further decisions in this direction and develop their own strategies.
